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Tourism is the driving force of the economic development for the Town of Provincetown. The 

Office of Tourism is responsible for marketing the Town and works in conjunction with the 

Town Manager and the Visitor Services Board.

Advertising and marketing remain a key component for sustained growth of tourism revenue. 

The fiscal years 2019 and 2020 annual tourism budget of $750,000 was a .3% investment in 

ǘƘŜ ¢ƻǿƴΩǎ ϷнрлΣлллΣлллҌ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΦ 

The outbreak of COVID-19 in March 2020, created a temporary shut-down of the Town, which 

continued through the end of May 2020 when businesses began to open, and visitors slowly 

began to return.  On June 8, 2020 State guidelines allowed Guest Houses and Inns to begin 

operating with limited capacity.  All special events and themed weeks were canceled through 

December 2020.
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} 84% spent at least one night in Provincetown on their most recent visit

} 97% were from the US (39% from Massachusetts and 16% from New York)

} 89% were touristsand 11% were second homeowners

} 66% were LGBTQ, 29% heterosexual, and 5% other or preferred not to answer

} 47% identified as female, 52% as male, and 1% as non-binary/other

} 54% were age 55 or older, 40% age 35-54, and 6% under age 35

} 57% were married and 10% had children under 18 at home

} 64% were from households earning $100k+ and 79% were college graduates

} 44% spent $1000 or more on their most recent visit

} 50% visited in summer and 23% visited in September/October

} 66% most recently visited with a spouse or SO and 5% brought children under 18

} 83% had visited Provincetown more than 5 times

2018Visitor Survey; Base: 4022 total respondents
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} The advertising efforts of 2020 showed a vigorous start in the New Year until March of 

2020, when there was a need to pivot and respond as needed during the health crisis.

} When COVID-19 was declared a pandemic, the Tourism Department created a 

three-tiered crisis marketing strategy which would occur over a three to six-month 

period.

1. March  - Go Dark - Paused advertising on March 16, 2020 following the COVID-19 activity

2. April/May - Provincetown - A Caring Campaign 

3. June- Visit Provincetown Campaign

} In June marketing pivoted to promoting Provincetown as open and ready for 

visitors, with safety in the forefront.  The third tier ran through August 2020.  

} Fall and winter advertising was geared toward the drive market to encourage 

visitors to shop and stay local and enjoy the wide-open spaces of Provincetown.
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Provincetown - A Caring Campaign


